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Summary
The purpose of this field research is how sweats for souvenir in Izu City are evaluated by students of Otsuma Women’s Uni-
vesity from the viewpoint of acceptability for younger females and “authenticity”, etc., and applicability of some findings of pre-
vious researches on variability of attitude to authenticity by ages and other attributes.
The results imply applicability of previous research results and possibility of a new perspective for further understanding of 
“authenticity”.
